Introduction
The report of Centre of retail research points out that mobile e-commerce is the fastest growing trade 1 . In 2014, total e-commerce via mobiles in Europe was €23.77 billion, moreover online retailing as a percentage of all retail sales is now 12.7%, but this percentage is expected to reach 21.5%. Mobile application market has a very important position in mobile e-commerce. According to a report of the Markets and Markets, the total global mobile applications market is expected to be worth US$25.0 billion by 2015; hence the global market is expected to record a CAGr (compound annual growth rate) of 29.6% from 2010 to 2015 2 . The report of e Marketer Inc. predicted that mobile phone messaging applications will be used by more than 1.4 billion consumers in 2015 and the growth in popularity of messaging applications will reach 2 billion users and represent 80% of smart phone users by 2018 worldwide 3 . In the light of these emerging developments, we aim to examine determinants of mobile message adoption and do it under the framework of UtaUt. the research question is raised: what factors influence the behavior intention and the use of mobile messaging adoption? williams, rana, and Dwivedi 4 , made a systematic literature review in iSi web of Knowledge and Google Scholar on UTAUT from 2004 to June 2011. They found 174 usable research papers. Their findings reveal that UTAUT research had been based on results from 41 countries, but none of this research collected Turkish sample. This paper offers three main contributions to the literature. Firstly, UTAUT-2 model has been considered less than model 1 in diffusion literature. The study contributes to the extension of UTAUT-2 model. This research tries to complete this gap. Secondly, the determinants of adoption of any mobile applications in Turkish consumers -emerging economy-can be analyzed and as a result it will provide better knowledge for the diffusion and adoption of literature. Finally, the study focuses on the adoption of specific application that is very intensive in the daily life. So, the results of this study are important for both academicians and practitioners. 1 Centre of retailresearch (2016) 
Literature
Both academicians and practitioners are interested in understanding the main determinants of technology acceptance behavior. Venkatesh et. al. 5 proposed UTAUT as an acceptance model after a comprehensive assessment of eight prominent models used in user acceptance of technology 6 : 1) The technology acceptance model (TAM) by Davis   7 2) The theory of reasoned action (TrA) by Fishbein and Ajzen 8 3) The theory of planned behavior (TPB) by Ajzen 9 4) A model combining TAM and TPB (C-TAM-TPB) by Taylor and Todd (1995a 10 . Escobar-rodriguez and Carvajal-Trujillo investigated the studies focusing on the UTAUT in consumer contexts including the adoption of the following information and communication technologies by users, given in Table 1 20 . The conceptual model of this study based on UTAUT-2 and the relationship among the research variables is given in figure 1.
Performance expectancy (PE) has been substituted by perceived usefulness among the construct of TAM. PE is defined as the degree to which on individual believes the system would be beneficial to his/her job performance . FC affects both the behavioral intention and use. Hedonic motivation (HM) is the first variable added to the UTAUT-2. hM is defined as "the fun or pleasure derived from using a technology" 38 . hM refers to the enjoyment or happiness resulting from using a technology. hM plays an important role in BI for individual's acceptance of a technology 39 . Baptista and oliveira hypothesized the relationships between the constructs of UTAUT-2 model and mobile banking BI and use behavior 40 . They found that PE, hM, PV, and hB directly and significantly affect on BI.
UTAUT-1 was developed to adopt the system/innovation in the organizational structure. however, there are significant differences between the consumer use and organizational use. Cost and pricing may have a significant effect on individual's acceptance of technology. For this reason, Venkatesh et. al. added Price value (PV) variable to the model. They defined PV as "consumers' cognitive tradeoff between the perceived benefits of the applications and the monetary cost of using them" 41 . Habit (HB) has been defined as "the extent to which people tend to perform behaviors automatically because of learning...", "...hB is viewed as prior behavior and is measured as the extent to which an individual believes that behavior to be automatic" 42 . By taking into account the framework of UTAUT-1 model, a recent paper found out the following results. Yang tested UTAUT model on 400 mobile services users 43 . he found that PE, SI, and FC were positively related to BI regarding the use of mobile shopping services. wong, russo, and Mcdowall showed that PE and EE had a direct and statistically significant positive effect on BI 44 . According to Deng, Liu, and Qi, PE and EE positively related to BI, on the other 36 Venkatesh, Thong, and Xu, (2012) . Lwoga and Kombo investigated the major predictors of actual usage of an e-learning system, but they did not find significant positive relationships between the main factors: PE, EE, FC and SI and the actual use 48 . Given the recent paper on UTAUT-2 model, hew et. al. found that PE, EE, FC, hB, hM had significant effect on BI to use mobile applications 49 . Gao, Li, and Luo made an empirical study on wearable technology acceptance and they showed that PE, hM, EE, SI were positively associated with individual's intention to adopt healthcare wearable devices 50 . according to a study made by wong et. al., EE, SI, FC, hM, and hB had a significant impact on BI to adopt mobile TV 51 . oechslein, Fleischmann, and hess developed UTAUT-2 model based framework in acceptance of social recommender systems 52 . They found that PE, EE, SI and hB positively influenced but FC had a negative effect on BI. Therefore, hM and PV were non-significant. In a study conducted on UTAUT-2, PE, EE, PV, and hB were found to have significant effects on BI for elderly people' adoptions of Internet banking 53 . Moroson and DeFranco detected that PE, SI, hM, hB were significant at p<.001 and FC were significant at p<.05 54 . williams, rana, and Dwivedi showed the relationships between major UTAUT variables in Table 2 55 . , rana, and dwivedi, 2015) In the light of these researches, we determined our hypotheses: h 1 : PE has a positive direct effect on BI in the use of mobile message applications. h 2 : EE has a positive direct effect on BI in the use of mobile message applications. h 3 : SI has a positive direct effect on BI in the use of mobile message applications. h 4 : FC has a positive direct effect on BI in the use of mobile message applications. h 5 : hM has a positive direct effect on BI in the use of mobile message applications. h 6 : PV has a positive direct effect on BI in the use of mobile message applications. h 7 : hB has a positive direct effect on BI in the use of mobile message applications. h 8 : BI has a positive direct effect on Use.
Method
The data used in the study was collected along with second author's master thesis. respondents filled in the second questionnaire form. while the first form measured adoption of mobile shopping, the second form was used for evaluation of the adoption of mobile messaging applications. our population was required to have a smart phone, tablet computer or laptop and mobile Internet users, age +18. Convenience sampling method was used in the study. we collected 344 questionnaires.
The conceptual model was based on UTAUT-2 model 56 . The research variables were adapted from in UTAUT model 1 and 2 and applied double translation process. PE, EE, SI, hM, PV, hB and BI measured 3 items while only FC consisted of 4 items. The total number of items was 28. All constructs are measured using multiple-item, five-point scales with anchors ranging from Strongly Disagree (= 1) to Strongly Agree (= 5). reliability of research constructs are sufficient according to Nunnally who suggests that Coronbach's Alpha value of 0.70 or better 57 . All constructs demonstrated acceptable reliability scores which is shown in Table 3. 56 Venkatesh, Thong, and Xu, (2012) 57 Nunnally, J. C. (1978) . Psychometric theory (2th ed.). New York: McGraw-hill. p.245. Table 3 shows the means, standard deviations, Coronbach's Alpha, and bivariate Pearson correlations of the constructs. we found positive and strong correlations between BI and determinants of mobile messaging adoption. Structural equation model (SEM) was used to test research the hypothesis. hair et. al. suggested a set of fit indices used to examine the structural model 58 . As shown in Table 4 , chi2/df (the ratio between Chi-square and degrees of freedom), AGFI (Adjusted Goodness of Fit Index), CFI (comparative fit index), and rMr (root mean square residual) of the model fit indices exceed the respective common acceptance but obtain value of GFI (goodness of fit index), NFI (normed fit index), rFI (relative fit index), and rMSEA (root mean square error of approximation) indices had a very closely acceptable level. In this study, PE (β=.387, p<0.001), hB (β=.430, p<0.001) and FC (β=.211, p<0.05) have a direct effect on BI. BI directly and positively affects behavior use (β=.523, p<0.001). Empirical research shows that h 1 , h 4 , h 7 and h 8 are supported. overall, the model constructed in this study is shown in Figure 1 . 
Analysis

Conclusion
This study is based on the theory of adoption and diffusion of innovation. Among the main models and theories in the literature on diffusion and adoption of innovation, we preferred to use the framework of UTAUT-2 model. UTAUT-2 model is suitable to explain consumer' adoption process. we found that Pe, ee, and hB play a crucial role in the adoption of mobile messaging applications. regarding PE and EE, the findings match up with TAM. Mobile message applications have user friendly features -easy use-and usefulness -simple and hasslefree-for customer 59 . hB was found the most important determinant of adoption of mobile message applications. In literature, hB usually has a significant and positive effect on adoption of mobile or online innovations 60 . Venkatesh, 59 Teo et. al. (2015) . The effects of convenience and speed in m-payment. Industrial Management and Data Systems, 115(2) , 311-331.
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Such as; (1) . This study has several limitations. The first limitation is the direct effects among variables but this has not been discussed in indirect, mediating, and moderator effects. The second limitation is sample method.
